This research explores the link between contemporary marketing practices, market orientation and business performance in Uruguay, an emergent country that has recovered from an economic crisis. These approaches seem to be related, but there is no existing evidence to confirm this impression. Lessons can be learned from understanding how effective is the adoption of marketing practices under a crisis scenario.
Introduction
The aim of marketing as an academic discipline is to contribute to advances in marketing practice by providing an understanding of the current marketing approaches, their effectiveness, and by offering ideas for new or modified marketing practices. But how far do the marketing practices already adopted by firms reflect the contributions and concerns of marketing as an academic discipline? How are they related with other academic approaches as market orientation? How are they translated into firm outcomes? And finally, how effective can they be under different contexts and conditions? This paper explores the relationship between marketing practices, market orientation and business performance, by linking the theoretical framework of marketing practices proposed by Coviello, Brodie, and Munro (1997; 2000) with market orientation (MO) theory (Kohli, and Jaworski 1990; Jaworski, and Kohli 1993) and their impact on performance measures. Although certain approaches to marketing, such as database marketing and interaction marketing may at first appear to meet the MO goals more successfully, there is no existing evidence to confirm this impression. There is a need for studies linking marketing practices with performance (Brodie, Coviello, and Winklhofer 2008) .
Given the variation in business fabrics and entrepreneurial cultures across the globe, it is important to follow the adoption and direction of management trends in different cultures, both from businesses in resource-rich developed countries and those in developing countries. In the context of the current global financial crisis, for example, many lessons can be learned from the reactions and strategies adopted by businesses in different countries. Practices in distant cultures can provide a model both to businesses already operating there and those hoping to do so in the future. An example of how this can work is given by Moshe, Torres, and Lado (2009) , who analyze the reactions of bank customers to the marketing tactics developed by Uruguayan banks to weather the profound financial crisis that hit their economy in 2001. Their research is likely to be of interest to banks and financial institutions in other markets currently faced with a financial crisis. It may also enrich the academic discipline of marketing if findings can be extended and generalized to other markets (Hubbard, Vetter, and Little 1998; Brodie, and Danaher 2000) .
Uruguay provides an interesting case of study because it is a country that has overcome a profound financial and economic crisis from which it has emerged in an exemplary manner. How did micro and small enterprises adapt their marketing practices to face that crisis? A second objective of this paper is to provide an update of the marketing practices that micro and small enterprises in Uruguay are using in order to identify which ones have been more effective. This analysis will shed light on the effectiveness of the marketing practices adoption under a crisis scenario.
We start with a review of marketing practices and market orientation literature. Then, we present the methodology and the identified clusters of firms by their combination of marketing practices adoption. Next, a model relating market orientation and firm performance is tested for each cluster. Our main finding is that in times of crises extreme marketing practices produce better results than "middle of the road" approaches.
Marketing Practices, Market Orientation and Performance

Contemporary Marketing Practices
Coviello, Brodie, and Munro (1997; 2000) Coviello, Brodie, Danaher and Wesley (2002) and Brodie, Coviello, Brookes, and Little (1997) use their previous studies as a basis to develop other classification schemes to clarify and define content and concept of relationship marketing, and to identify its different forms. According to these authors, any attempt to understand and analyze the content of marketing in the current context is hampered by (i) the variety of terms used to describe and define marketing, (ii) the different units or levels of analysis used as a reference by the various schools of research and, (iii) the view that certain types of marketing are more appropriate than others for certain sectors or industries. To overcome these obstacles, they make a content analysis on the marketing terms used in previous studies and identify the three common topics as exchange, relationships and managerial issues. The first two are the most hotly-debated pair of topics in the recent literature. Coviello et al's marketing classification scheme (1997; 2000) has two main dimensions: relational exchange and managerial issues. In view of the disparity of opinion regarding exchange versus relationships as the pivotal point of marketing, this paper adopts the relational exchange dimension, which combines the properties of the transactional approach and the relational approach, and a second dimension to capture issues relating to the management and direction of marketing strategies as per Ambler (1994) and Houston, Gasemheimer and Maskulka (1992) .
The findings of that study enable the identification of two main perspectives with respect to marketing: the transactional perspective and the relational perspective. These are accompanied by four separate, but not mutually exclusive, marketing approaches-whose main characteristics are summarized below:
1. The transactional marketing perspective includes: transaction marketing, which uses the marketing mix to achieve customer satisfaction (AMA, 1985) and create discrete economic transactions. Although these transactions may extend over time, they are handled separately.
The relationship marketing perspective includes:
a) Database marketing. This covers the use of all those IT-based marketing tools designed to develop personalized relationships with customers. b) Interaction marketing. This involves personal relationships, and a switch from products and the firm as the units of focus to people, organizations, and the social process that holds the actors together and sustains their relationships. These relationships are based on social interaction, and involve elements of trust, mutual orientation, dependence, satisfaction, commitment and adaptation. c) Network marketing. This is the development of relationships between businesses enabling multi-party coordination of activities to obtain mutual benefits, exchange of resources, etc. Coviello et al (2002) extend their study to a sample of firms from the US, Canada, Nordic countries and New Zealand. Authors working in this stream of research belong to the "Contemporary Marketing Practices" (CMP) Group, who are extending this research to a variety of contexts such as Argentina or Russia (Wagner 2005) to name a few.
Among those focusing on small businesses, Coviello's et al (2006) study deserves special mention. They note a lack of specific research in which market orientation is related to marketing practices and firm performance. To address this gap, the present study also incorporates the case of businesses (mainly micro and small enterprises) operating in the context of an emerging economy.
Market Orientation
Kohli and Jaworski (1990) view MO as revolving around three behavioral factors or goals that organizations need to pursue: (i) the generation of market intelligence about current and future consumer needs, (ii) the dissemination of that intelligence throughout all the departments and functions of the organization, and (iii) the development of response capacity.
Recently, some important contributions have been made to the literature on MO levels and their impact on performance (Matsuno, and Mentzer 2000; Noble, Sinha, and Kumar 2002) and as a function of business strategy. Nevertheless, there has been no analysis of whether the different marketing approaches proposed and validated by Coviello et al. imply variation in MO levels across firms.
Although there have been some studies investigating the market orientation-performance relationship in small businesses (Pelham 2000; Pelham, and Wilson 1996) , most studies concentrate only in small manufacturing firms. The response to clients' needs involves more customization in service firms than in manufacturing firms. Customization to implement the market orientation concept implies higher costs for service firms compared to manufacturing firms. The different relationship between market orientation and performance in service firms versus manufacturing firms have been corroborated by a recent meta-analysis study (Kirca et al 2005) . More research about the impact of market orientation in small service firm is needed.
Key questions remain to be answered. Do market oriented businesses tend to rely more heavily on relationship or transactional marketing practices? Market orientation has been defined as a culture permeating the entire organization (Narver, and Slater 1990; Slater, and Narver 1994) . In that case, the market orientation level should condition marketing practices. Nevertheless, several authors claim that market orientation is the implementation of the concept of marketing (Lado, Maydeu, and Rivera 1998) . Thus, it can be hypothesized that it is the firm's marketing approach that conditions its market orientation level. This paper leans towards this view. A total of 143 service firms compose this study's sample. Five industries (hotel, real estate, clothing, gastronomic and bookshops) account for over half of the sample. This sample is weighted towards businesses that Uruguayan and Mercosur standards classify as micro and small enterprises.
Thirty-six percent of the sample has fewer than five employees (micro-enterprises), 35 percent between five and 19 (micro and small businesses), 20 percent between 20 and 99 and nice percent of the sample consists of firms with more than 100 employees. Eighty-six percent of the firms are more than three years old.
It is worth mentioning that only a very small proportion of the firms (less than three percent of the sample) operate exclusively B2B. Just over half (53 percent) serve both end customers and other businesses (B2B), and 44 percent focus exclusively on end customers.
Measures
Marketing practices and performance indicators were measured by the instrument used by Coviello, Brodie, Danaher, and Johnston (2002) , and Coviello et al. (2000) . Market Orientation measures are based on the study by Lado, Maydeu-Olivares, and Rivera (1998) and by Lado, and Maydeu-Olivares (2001) . Appendix 1 presents marketing practices measures. They were slightly adapted to the Uruguayan context by repeated pretesting of draft questionnaires. Measures were translated into Spanish using the "back-translation" method to ensure the accuracy of the scale items.
Questionnaire
The questionnaire was designed to fit different types of businesses, particularly small ones, and for respondents with no specialist knowledge of marketing. This is an interesting adaptation of the questionnaires used by the CMP Group, where respondents are required to have a reasonable knowledge of marketing.
The starting point was the questionnaire used by Coviello et al (2000) , and after pre-tests to validate content and constructs in the Uruguayan context, two of the original dimensions were removed. The nine original dimensions are: purpose of the exchange, nature of the communication, type of contact, duration of the exchange, formality of the exchange, managerial intention, managerial focus, managerial investment and managerial level. "Formality of the exchange" was excluded due to repeated comprehension difficulties, and "Managerial level" was omitted as being unsuitable for the size of firms being surveyed.
Thus, the study uses seven marketing dimensions with questions designed to measure the following four aspects of marketing practice: transaction marketing, database marketing, interaction marketing and network marketing. Respondents indicate their level of use of each marketing tool on a Likert scale ranging from 1 to 5.
The final questionnaire consisted of seven blocks related to: firm characteristics, firm's marketing activities, firm's allocation of marketing resources, firm's market orientation level, firm environment, firm's business performance, and respondent characteristics.
Analyses
In order to explore the link between contemporary marketing practices, market orientation and performance of firms in the Uruguayan context we develop various analyses that can be described as a two-stage process. First, we use cluster analysis to identify firms' patterns by marketing practices. Then, we characterize profiles of each cluster. And second, a path model linking market orientation and firm performance is estimated for the overall sample and for each cluster. We use cluster analysis and analysis of variance (ANOVA) with the Bonferroni test (SPSS 14) to evaluate differences between clusters, and structural equation modeling based in the PLS algorithm (PLS-Graph) to estimate the proposed path model .
Results and Discussion
Cluster Analysis of Marketing Approaches
We constructed a formative index for every firm, for each marketing approach: transaction, database, interaction and network following the suggestion of Coviello et al (2006) . These indices, in a 35-points scale and that are reported in Table 1 , were used to group the firms by their use of marketing practices. We evaluated solutions of different number of clusters using conglomerate analysis and the three-cluster solution was chosen. This solution offers meaningful interpretation and this type of division has been used in previous studies (e.g. Coviello et al 2002; Dadzie et al 2008; . To validate the three-cluster solution we check for differences (significant at the 5 percent level) between variables related to market orientation and performance in each cluster. Table 2 (first column) shows the mean value of the indices for the different variables. Three out of the four MO components (customer orientation, environmental orientation and inter-functional coordination) are significantly different in the three clusters. Environmental orientation (the fourth MO component) is significantly lower for cluster 3. The overall MO index is also significantly different for the three clusters. We evaluate four firm performance variables (customer retention, customer recruitment, turnover and overall profitability). Customer recruitment is significantly different in the three clusters, while the three remaining variables are significantly lower for cluster 3. These differences support the three-cluster solution. Next, we present the profile of these three clusters.
Cluster 1: "Multi-marketing". Firms in this cluster exhibit intense usage of all four marketing approaches. With 60 cases, it is the largest group and accounts for 42 percent of the sample. In terms of activity, the main feature of this cluster is a large proportion of restaurants. Hotels, real estate agencies and clothing firms are present, but they are more highly represented in the other two clusters. In terms of workforce numbers, this cluster has a high concentration of businesses within 5-99 workers. Firms in this cluster serve both, B2B and B2C markets. In resource investment terms, firms in this cluster invest the largest amounts in sales promotion, product promotion, integrated marketing communication strategy, customer and environment data management, one-to-one marketing resources, service improvements, customer retention, customer management systems, e-commerce resources and web data. In terms of its environmental characteristics, the multi-marketing cluster appears to operate in more modern, less stable and rapidly developing industries of a nature, characterized by major technological requirements, market growth and new product availability.
Cluster 2: "Medium-level relationship marketing". Firms in this cluster show medium-level usage of relationship marketing tools. Forty-seven firms belong to this cluster and account for 33 percent of the sample. It has a high concentration of hotels, real estate businesses, micro enterprises and young businesses (less than three years of age) and some over 30 years of age. Firms in this cluster serve both types of markets and also of businesses targeting end customers. Their level of resource investment classifies as medium, since they invest less in marketing than cluster 1 but more than cluster 3.
Cluster 3: "Transactional Marketing". Firms in this cluster are mainly oriented towards transaction marketing. Thirty-six firms belong to this cluster, accounting for 25 percent of the sample. In terms of economic activity, this cluster is characterized by and over-representation of clothing firms, few hotels and real estate businesses, and an absence of certain branches of activity such as gastronomy and furniture sales. This cluster, as cluster 2, has a high concentration of micro enterprises. It also shows a high concentration of businesses targeting end customers. Most of the firms in this cluster are in the range of 11-30 year of age. Firms in this cluster operate in more stable environments, with fewer technological demands and probably have less capital requirements.
Firms in this cluster claim to invest fewer resources in marketing and customer services. The exception is for sales promotion, where they appear to concentrate their marketing efforts.
Marketing practices by cluster. Table 1 shows the degree in which each of the marketing practices is used by firms in the three clusters. Firms are categorized in low, medium or high degree based on the cutoffs used in previous studies (Dazie et al 2008; . Table 1 
Looking at the table as a whole, we can conclude that the Uruguayan micro and small enterprises over-use the transaction marketing approach. Most of the firms in the three clusters score high or medium in this marketing practice. The interaction marketing approach is also used, but in a less extent by firms in cluster 3.
Model of the MO Impact on Firm Performance by Cluster
The impact of MO on different measures of business performance has been corroborated by a recent meta-analysis (Matsuno, and Mentzer 2000; Noble, Sinha, and Kumar 2002; Kirca et al 2005) . Nevertheless, there has been no previous research of whether the different marketing practice typologies proposed and validated by Coviello et al (1997 Coviello et al ( , 2000 imply variation in MO levels across firms or differences in the impact of market orientation components on performance.
Having sorted the firms into clusters, the next step is to estimate a model relating the MO components with firm performance measures. The aim is to assess how the impact of customer orientation, competence orientation, environmental orientation and inter-functional coordination on firm performance vary for the three different clusters. The selected performance measures are similar to those studied by Coviello et at (2006) : customer retention, customer recruitment, turnover and overall profitability. Model estimation. We estimate the path model using the PLS (Partial Least Squares) algorithm, which is robust to conditions of non-normality and small sample size. To evaluate the quality of the model estimation we followed Hulland (1999). First, we checked for the psychometric properties of measures and constructs (see Table 1 Table 2 here.
Interpretation of the Model Estimation. Table 3 presents the estimation summary for the pooled sample and the three clusters. From the estimation for the pooled sample we observe that only one impact is significant at the five percent level: customer orientation on customer retention.
But looking at the estimation for the three subsamples (clusters) we observe different patterns. The most oriented-market firms (cluster 1) obtain better results in terms of customer retention and recruitment, followed for those of cluster 3. Interestingly, although firms in cluster 2 are more market-oriented than firms in cluster 3 they are not being more effective in translating efforts to outcomes as firms in cluster 3. Firms in cluster 1 and cluster 3 are also more effective in translating customer retention and recruitment into overall profitability and sales turnover than firms in cluster 2. Few relationships in the model resulted to be significant for firms in cluster 2 compared to the other clusters estimations. Table 3 here.
Conclusions
This study explores the link between marketing practices, market orientation and business performance in Uruguay, an emergent country that has recovered from an economic crisis. We first evaluate how micro and small enterprises are adopting different types of marketing practices. Then we identify clusters of firms by the specific combination of those practices and describe their profiles. A general conceptual model of the relationships between MO components and performance measures is tested for the different clusters.
This research partially validates the marketing practices classification scheme for the Uruguayan context. The main findings reveal a strong correlation between database marketing, interaction marketing and network marketing. This suggests that firms with a more intense usage of database marketing tools also use more interaction and network marketing tools. These findings are consistent with those obtained by Coviello et al (2003) and Auruskeviciene et al (2007) . The correlation between these marketing practices and transactional marketing is weak.
We identify three groups of firms characterized by the types of marketing they practice. The first group, which we label the multi-marketing cluster, is composed of firms who declare high usage of transaction, interaction, database and network marketing practices, and obtain high scores in the various MO components. This integral approach responds to the active environment they operate in (high technological requirements, market growth and innovation). The second group, the medium-level relationship marketing cluster, obtains medium level scores on marketing practices' and MO components' indicators. Firms in the third group, the transactional marketing cluster, Uruguayan managers of micro and small enterprises apply different marketing practices in parallel. They combine traditional transaction marketing practices with more sophisticated relationship marketing practices. They do so in a completely natural way, with no analysis of the benefits associated to each type of practice.
The results show that some managers, particularly those in the multi-marketing cluster, make significant use of both transaction and relationship marketing practices. Nevertheless, we also identify opportunities for firm performance improvements. Marketing training for managers of micro and small enterprises might help to raise awareness of the benefits to be obtained from extra tools (especially in relationship marketing) that could be used to achieve performance gains in the various contexts in which these businesses operate. For example, firms in the transactional marketing cluster show a weak use of database marketing tools as well as network marketing tools. These firms would benefit from improving their manager's formation on the efficiency and the efficacy of database implementation. It could also be beneficial to generate awareness of the advantages of identifying and cooperating with strategic partners developing win-win strategies.
Regarding the relationships between marketing practices and firm performance, we find a low correlation between the global firm performance indicator and the transaction marketing indicator. In contrast, there is a high positive correlation between the firm performance indicator and the various forms of relationship marketing. Firms that implement and apply relationship marketing practices tend to show better firm performance. Strong correlation is also found between the firm performance indicator and market orientation. Firms with high market orientation levels show better firm performance levels, which is consistent with findings Interesting findings emerge when the model of relationships between the various MO components and firm performance is tested. The results show that market orientation, and most of its components, have a positive and significant impact on customer recruitment and retention, and also on economic performance in firms declaring intense usage of the various types of marketing practices (multi-marketing cluster). Firms that diversify their marketing practices by applying relationship marketing as well as transactional marketing practices obtain the greatest benefit from market orientation. Firms that prioritize the use of transaction marketing (transactional marketing cluster) also achieve a positive impact on customer retention from their low levels of customer orientation and orientation towards competitors. Despite not being highly market-oriented, these firms appear to have optimized their resources in such a way as to obtain a positive impact on customer retention. It is worth recalling that although this cluster is characterized by transaction marketing practices, managers still maintain personal contact with customers. This contrasts with firms declaring medium-level usage of relationship marketing practices and MO, which obtain only a significant impact of inter-functional coordination on customer retention.
In conclusion, the results from the Uruguayan context seem to indicate that in times of crisis, extreme marketing practices produce better results than a "middle of the road" approach.
Annex I
Types of Marketing Practices
1) TRANSACTION MARKETING
• Your company's marketing practices are oriented toward attracting new customers.
• Your company's marketing practices are oriented toward goals relating to products and services and the company brand.
• Vis-à-vis the market in which your company interacts, the main goal is to make a profit
• Your company's contact with customers could be described as impersonal; that is, no personal contact.
• Your company's relationship with customers is characterized by individual sales.
• Your company's resources (time, people and financial resources) are invested in the adaptation of the products and services offered, promotion and distribution activities, pricing analysis (or a combination of these).
• Your company communicates (through advertising, promotions and in other ways) to the market as a whole (that is, mass market).
2) DATABASE MARKETING
• Your company's marketing practices are aimed at customer retention.
• Your company's marketing practices are oriented towards issues relating not only to products and services but also to customers.
• Vis-à-vis the market in which your company interacts, the main goal is not only profit-making, but also obtaining information for the customer database.
• Your company's contact with its customers is to some extent personalized.
• Your company's relationship with its customers could be described as occasional contact, for example, by direct mailing.
• Your company's resources (time, people and financial resources) are invested in creating and maintaining databases to improve customer communication.
• Your company communicates (through advertising, promotions and in other ways) to specific consumer segments.
3) INTERACTION MARKETING
• Your company's marketing practices are aimed at setting up cooperative relationships with customers.
• Your company's marketing practices are oriented towards goals relating to personalized relationships with customers.
• Vis-à-vis the market in which your company interacts, the main goal is to build long-term relationships with specific customers.
• Your company's contact with its customers is personalized contact between your staff and the customer, that is, interpersonal contact.
• Your company's relationship with its customers could be described as interpersonal interaction (contact with people from your firm).
• Your company's resources (time, people and financial resources) are invested in initiating and maintaining temporary relationships with individual customers.
• Your company communicates (through advertising, promotions and in other ways) through staff in the different departments and different positions within the firm interacting personally with individual customers.
4) NETWORK MARKETING
• Your company's marketing practices are aimed at coordinating activities between the different departments of the firm and customers, suppliers, distributors and other firms with which your company interacts.
• Your company's marketing practices are oriented towards issues relating to building and maintaining relationships with suppliers, distributors and other organizations of interest to your company.
• Vis-à-vis the market in which your company interacts, the main goal is to set up relationships with other organizations in the market (for example, suppliers, distributors and organizations of interest to your company.
• Your company's contact with customers ranges from impersonal to interpersonal and takes place directly or through other companies with whom it maintains alliances or relationships of mutual interest (such as suppliers, distributors and other firms).
• Your company's relationship with its customers could be described as being through contact with your staff or the staff of other organizations with whom your company maintains relationships of mutual interest, such as suppliers, distributors and other firms.
• Your company's resources (time, people and financial resources) are invested in initiating and maintaining relationships with all agents within the company's network, such as suppliers, distributors and other companies of interest.
• Your company communicates (through advertising, promotions and in other ways) through relationships between your directors and those of other companies with which it has commercial ties. 
